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Abstract 


The  emergence  of  open  markets  for  computer  products  and  services  has 
had  a  significant  effect  on  the  channels  to  market.  Today,  the  Value- 
Added  Reseller  (VAR)  channel  is  no  longer  simply  a  conduit  for  vendor 
products  and  services,  it  is  a  source  of  competition  in  its  own  right.  VARs 
now  offer  a  comprehensive  range  of  services  and  increasingly  consider 
support  services  to  be  their  core  business. 

However,  in  today's  complex  markets,  vendors  must  continue  to 
encourage  sales  through  almost  every  route  to  market  available,  and 
hence  the  relationship  between  vendor  and  VAR  is  still  a  critical  one. 
Vendors  seeking  to  nurture  partnerships  with  the  most  technically 
qualified  resellers  need  to  understand  the  motivations  of  their  VAR 
partners,  and  be  responsive  to  their  changing  support  and  service  needs. 

This  report  endeavours  to  assist  vendors  who  are  developing  or  revising 
their  channel  support  strategy  by: 

•  Reporting  on  VAR  attitudes  and  preferences  for  the  delivery  of 
services 

•  Examining  the  support  arrangements  in  place  between 
equipment  vendors  and  their  VARs,  and  reflecting  current 
levels  of  VAR  satisfaction  with  services  offered 

•  Comparing  the  comments  of  VARs  questioned  about  their 
relationships  with  specific  vendors  (Compaq,  Digital,  Hewlett- 
Packard,  IBM  and  Sun). 

This  report  is  based  on  research  into  VARs  who  act  as  resellers  of  PCs, 
servers  and  workstations  on  behalf  of  leading  equipment  vendors. 
Interviews  with  VARs  were  conducted  in  France,  Germany  and  the  UK. 
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Objectives 


Introduction 


This  report  was  produced  as  part  of  INPUT'S  Customer  Services 
Programme  in  Europe. 


The  emergence  of  open  markets  for  computer  products  and  services  in 
recent  years  has  had  a  significant  effect  on  the  channels  to  market.  The 
purpose  of  this  report  is  to  provide  European  customer  services  vendors 
with  an  analysis  of  current  conditions  relating  to  the  delivery  of  support 
services  through  the  Value-Added  Reseller  (VAR)  channel.  In  particular, 
the  objectives  of  this  report  are  to: 

•  Investigate  VAR  attitudes  and  preferences  for  the  delivery  of 
services,  including  the  type  and  scope  of  services  currently 
offered,  and  future  intentions 

•  To  discover  how  VARs  perceive  the  relationship  between 
themselves  and  their  equipment  vendor  partners 

•  To  compare  and  contrast  the  relationships  between  VARs  and  a 
number  of  specific  vendors  (Compaq,  Digital,  Hewlett-Packard, 
IBM  and  Sun). 


OSLO 
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B  

The  Customer  Services  Market  in  Context 

input's  definition  of  the  customer  services  market  identifies  six  separate 
market  sectors,  as  shown  in  Exhibit  I-l.  They  are; 

•  Equipment  Maintenance 

•  Environmental  Services 

•  Systems  Software  Support 

•  Education  and  Training 

•  Professional  Services 

•  Business  Continuity  Services 

The  VARs  surveyed  for  this  report  were  questioned  about  their  activities 
in  relation  to  services  which  broadly  map  onto  the  above  classifications. 


1-2 


©1995  by  INPUT,  Reproduction  Prohibited. 


CSLQ 


DELIVERING  CUSTOMER  SERVICE  THROUGH  THE  VAR  CHANNEL,  EUROPE  1995 


INPUT 


Exhibit  1-1 


Customer  Services  Market  Structure 
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Methodology 

This  study  is  based  primarily  on  interviews  conducted  in  the  VAR 
community,  and  is  supported  by  INPUT'S  continuous  research  of  the 
European  customer  services  markets. 

The  research  is  based  on  interviews  with  60  European  organisations 
which  act  as  resellers  of  PCs,  servers  and  workstations  on  behalf  of 
leading  equipment  vendors.  Telephone  interviews  were  conducted  with 
VARs  in  France,  Germany  and  the  UK  (20  in  each  country).  Respondents 
were  senior  managers  within  the  VAR  organisations. 

The  sample  characteristics  are  shown  in  Exhibit  1-2. 


Exhibit  1-2 


VAR  Sample  Characteristics 

Number  of  VARs  Surveyed 

60 

Average  Turnover 

$15m 

Average  Number  of  Employees 

128 

Average  Number  of  Equipment  Vendors  Dealt  with  Per  VAR 

8 

Total  Number  of  Equipment  Vendors  Dealt  with  by  Entire  Sample 

32 

Proportion  of  Sample  with  Vertical  Market  Specialisation 

72% 

Source:  INPUT 


The  survey  sample  was  arranged  such  that  it  contained  a  minimum  of  10 
VARs  for  each  of  the  following  vendors: 

•  Compaq 

•  Digital 

•  Hewlett-Packard 

•  IBM 

•  Sun  Microsystems 

The  quantitative  analyses  in  this  report  are  based  on  results  from  the 
entire  European  sample.  In  addition,  Chapter  IV  contains  some 
qualitative  analyses  based  on  replies  relating  to  the  above-named 
vendors. 
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D   

Report  Structure 

The  remaining  chapters  of  this  report  are  organised  as  follows: 

Chapter  II  is  an  executive  overview  that  summarises  the  major  findings 
and  recommendations  of  the  report 

Chapter  III  investigates  VAR  attitudes  and  preferences  for  the  delivery  of 
services,  including  the  type  and  scope  of  services  they  currently  offer, 
and  their  future  intentions 

Chapter  IV  examines  the  support  arrangements  in  place  between 
equipment  vendors  and  their  VARs,  and  includes  importance  and 
satisfaction  ratings  by  VARs  for  the  support  they  currently  receive 

Chapter  V  describes  the  terms  and  conditions  of  a  typical  support 
arrangement  between  a  leading  PC  vendor  and  its  resellers.  This  may 
serve  as  a  useful  benchmark  for  vendors  developing  or  revising  their 
own  reseller  support  arrangements 

Appendix  A  contains  the  questionnaire  used  for  the  VAR  survey. 
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E  

Related  INPUT  Reports 

Other  INPUT  reports  which  address  topics  related  to  the  subjects 
discussed  here  include  the  following: 

Customer  Services  Market  Analysis  and  Forecast  -  Europe,  1994-1999 
(December  1994) 

Supporting  Client / Server  Systems  -  Europe,  1994  (December  1994) 

Desktop  Network  Support  Opportunities  -  Europe,  1994-1999  (October 
1994) 

Equipment  Service  Contracts  in  an  Open  Environment  -  Europe,  1993 
(April  1994) 

Systems  Software  Support  Contracts  in  an  Open  Environment  -  Europe, 
1993  (June  1994) 

User  Issues  and  Trends  in  European  Customer  Services  (February,  1993) 

Open  Systems  Services  Challenges  and  Strategies  -  Europe  (March,  1993) 

VAR  Markets  and  Support  Issues  in  Western  European  Customer 
Services,  1991-1996  (September  1991) 
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Executive  Overview 


A  

Open  Services  Market  Promotes  Channel  Complexity 

The  development  of  open  markets  for  computer  products  and  the 
continuous  downward  pressure  on  prices  have  forced  IT  vendors  to  turn 
to  product  support  and  customer  services  for  alternative  revenue 
streams.  Consequently,  services  and  solutions  have  replaced  computer 
products  as  the  core  business  of  today's  leading  IT  vendors. 

The  emergence  of  open  markets  for  computer  products  and  services  has 
also  had  a  significant  effect  on  the  channels  to  market.  The  Value-Added 
Reseller  (VAR)  channel,  once  primarily  a  means  for  vendors  to  reach 
wider  and  more  specialist  markets,  is  today  a  source  of  competition  in  its 
own  right.  Just  as  IT  vendors  have  responded  to  market  demand  for 
services,  so  the  VARs  have  also  responded  by  developing  their  own 
service  capabilities. 

Exhibit  II- 1  shows  the  trend  towards  greater  channel  complexity  as  open 
markets  emerge.  The  diagram  highlights  three  stages  of  channel 
development: 

•  In  proprietary  markets,  manufacturers  control  the  sales  channels 
for  their  products  and  services 

•  As  the  market  for  services  opens  up,  manufacturers  are  less  able 
to  control  the  channels.  Typically,  resellers  establish  their  own 
service  capabilities,  which  the  manufacturers  may  perceive  as 
threatening  to  their  customer  base 

•  In  a  fully  open  market  environment,  the  channel  assumes  greater 
control.  Manufacturers  are  obliged  to  acknowledge  resellers  as 
both  competitors  and  service  partners. 
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Exhibit  11-1 

The  Influence  of  Open  Markets  on  Channel  Complexity 


Open 

Resellers  and  Manufacturers 
X        Become  Service  Partners 

Market 
Type 

/   Manufacturer/Reseller  Conflicts 

Proprietary 

Manufacturers  Control  Sales  Channels 

Low                      Channel  Connplexity  High 

Source:  INPUT 

When  INPUT  assessed  the  VAR  market  in  1991,  the  position  with  respect 
to  service  dehvery  through  the  VAR  channel  was  relatively 
straightforward.  Vendors  expected  their  VAR  partners  to  be  non- 
servicing;  that  is,  not  to  offer  independent  services  in  association  with  the 
products  passing  through  the  channel.  At  that  time,  INPUT  surveys 
revealed  that  80%  of  vendors'  VAR  partners  were  non-servicing. 

By  contrast,  today's  VAR  market  is  far  more  complex.  In  the  great 
majority  of  cases,  VARs  offer  a  comprehensive  range  of  services  and 
increasingly  they  consider  service  to  be  their  core  business. 

Furthermore,  there  are  no  longer  clean  distinctions  between  vendor  and 
VAR,  since  IT  companies  frequently  act  in  the  capacity  of  direct  vendor, 
service  provider  and  reseller  simultaneously. 

In  today's  complex  markets,  vendors  are  actively  encouraging  sales 
through  almost  every  route  to  market  that  is  available,  and  in  this  ■ 
respect  the  relationship  between  vendor  and  VAR  is  still  a  critical  one. 
However,  whereas  in  the  past,  vendors  selected  VAR  partners  on  the 
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basis  of  their  business  direction  and  financial  strength,  the  selection 
process  is  now  more  formal  and  involves  more  rigorous  qualification. 

Most  of  the  leading  equipment  and  software  product  vendors  today  have 
channel  development  programmes  which  include  authorisation  schemes 
designed  to  encourage  relationships  with  only  the  most  suitable  resellers. 

The  effect  of  these  channel  development  initiatives  is  that  the  reseller 
market  is  beginning  to  polarise:  at  one  end,  there  are  companies  which 
sell  volume  products,  and  at  the  other  end  there  are  companies  which 
offer  specialist  services  such  as  product  support,  training  or  enterprise 
networking  skills. 

Slowly,  an  elite  group  of  resellers  who  hold  all  of  the  major  technical 
authorisations  is  emerging,  and  it  is  this  group  which  the  vendors  are 
seeking  to  nurture.  Vendors  can  succeed  in  establishing  viable 
relationships  with  their  resellers  by: 

•  Acknowledging  and  leveraging  the  resellers'  own  service 
capabilities 

•  Ensuring  that  reseller  support  programmes  deliver  genuine 
benefits  to  the  reseller  and  are  kept  current 

•  Establishing  and  maintaining  effective  lines  of  communication 
with  the  reseller. 

B  

Vendors  Must  Play  to  VAR  Partners'  Strengths 

The  relationships  between  vendors  and  their  VAR  partners  are  often 
difficult.  Vendors  commonly  mistrust  their  resellers,  despite  the  fact  that 
they  provide  an  effective  means  of  bringing  products  to  new  and  existing 
markets.  Conversely,  resellers  often  feel  that  once  they  select  a  vendor, 
they  are  subject  to  unwelcome  constraints  upon  their  broader  business 
objectives. 

A  common  vendor  concern  is  that  VAR  partners  may  seek  to  deliver 
independent  services  outside  their  own  customer  base,  and  hence 
establish  themselves  as  direct  competitors  to  the  vendor  in  the  wider 
marketplace.  However,  the  reality  of  today's  open  market  for  services  is 
that  vendors,  independent  service  organisations  and  the  channels  are  all 
competing  for  the  same  service  business.  Fifty  per  cent  of  the  VARs 
surveyed  for  this  study  revealed  that  they  currently  offer  services  outside 
their  own  installed  base. 


CSLQ 


©  1995  by  INPUT.  Reproduction  Prohibited. 


11-3 


DELIVERING  CUSTOMER  SERVICE  THROUGH  THE  VAR  CHANNEL,  EUROPE  1 995 


INPUT 


Furthermore,  VARs  increasingly  acknowledge  services  as  their  core 
business.  Exhibit  II-2  shows  the  proportions  of  VARs  offering  a  selection 
of  key  customer  services. 


Exhibit  11-2 


Services  Currently  Offered  by  the  VAR  Channel 
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Most  of  the  VARs  surveyed  claimed  to  have  their  own  support 
infrastructure,  though  clearly  most  rely  on  strong  back-up  arrangements 
and  support  links  to  the  equipment  vendors. 

As  shown  in  Exhibit  II-3,  VARs  consider  themselves  to  be  highly  capable 
in  the  areas  of  telephone  support,  application  software  support  and 
network  services. 
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Exhibit  11-3 


VAR  Perceptions  of  their  Own  Service  Strengths 
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Sample  of  60  VARs  in  response  to  the  question  "Who  is  the  most  appropriate  service  provider?"  Source:  INPUT 


Many  of  the  respondents  to  the  VAR  survey  indicated  that  they  had 
significant  network  services  capabihty,  and  that  this  was  a  key  area  for 
future  development.  Also,  when  asked  to  give  details  of  any  new  services 
they  were  planning  to  offer,  almost  40%  of  the  sample  indicated  that  they 
were  currently  developing  some  form  of  network-based  remote  service 
capability. 

VARs  also  acknowledge  that,  for  certain  services,  they  are  not  the  most 
appropriate  providers.  In  areas  such  as  equipment  maintenance,  training 
and  disaster  recovery,  respondents  indicated  that  alternative  service 
suppliers,  or  combinations  of  suppliers,  represent  the  best  option  for  their 
customers.  Furthermore,  almost  all  the  VARs  surveyed  stressed  the 
importance  of  strong  support  arrangements  with  the  vendors. 

Clearly,  today's  VAR  community  has  come  a  long  way  in  developing  its 
own  service  capability,  and  to  some  extent  this  represents  a  challenge  to 
vendors.  However,  both  parties  possess  key  service  strengths  which  can 
be  made  to  complement  each  other. 
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Vendors  can  no  longer  assume  to  be  the  customers'  natural  choice  of 
service  provider.  They  must  accept  open  market  realities,  play  to  the 
strengths  of  their  reseller  partners,  and  accept  that  competition  with 
their  resellers  now  the  norm. 


Vendors  Must  Ensure  Quality  of  Reseller  Support  Programmes 

VARs  consider  the  need  to  enhance  their  own  service  capability  to  be 
highly  important.  However,  as  shown  in  Exhibit  II-4,  they  also 
acknowledge  the  need  to  improve  the  support  links  with  their  vendor 
partners,  and  to  understand  the  vendors'  support  offerings  more  fully. 


Exhibit  11-4 


Importance  of  Improving  Aspects  of  VAR  Service  Capability 
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In  most  cases,  the  VAEs'  requirements  for  back-up  and  support 
arrangements  are  catered  for  by  some  form  of  reseller  support 
programme  from  the  vendor.  Such  programmes  offer  a  range  of  support 
products  which  the  VAR  can  sell  on,  plus  training  and  documentation 
services  and  escalation  routes  back  to  the  vendor. 

VARs  surveyed  for  this  study  indicated  current  levels  of  satisfaction  with 
the  main  components  of  their  reseller  support  programmes.  Exhibit  II-5 
shows  that  VARs  are  satisfied  with  the  training  they  receive  from  their 
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vendors.  The  provision  of  warranty  services  is  also  close  to  meeting 
VARs'  support  needs. 

However,  VARs  are  undersatisfied  with  the  quality  of  available  hotline 
support  from  the  vendors.  The  margin  of  dissatisfaction  should  give 
vendors  cause  for  concern,  particularly  since  telephone  support  was 
considered  to  be  extremely  important. 


Exhibit  11-5 


VAR  Satisfaction  with  Key  Elements  of  Support  Programmes 
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Most  vendors  communicate  the  potential  benefits  of  their  reseller  support 
schemes  with  reasonable  success.  It  is  relatively  easy  to  sell  programmes 
on  the  promise  of  additional  profitable  revenue  for  the  reseller.  However, 
it  is  then  the  vendors'  responsibility  to  ensure  that  the  quality  of  the 
support  delivered  to  resellers  is  consistently  maintained. 

Vendors  who  doubt  that  poor  support  for  their  reseller  partners  can  have 
serious  effects  should  note  that  43%  of  the  VARs  surveyed  admitted  to 
having  switched  vendors  due  to  poor  support  capability  at  some  time  in 
the  past. 
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D  

Effective  Communication  is  the  Key  to  VAR  Relationships 

The  survey  revealed  that  VAE.S  have  numerous  concerns  about  the 
communication  channel  between  themselves  and  their  vendor  partners. 
In  answer  to  both  prompted  and  unprompted  questions,  VARs  revealed 
their  concerns  about  the  frequency  and  timeliness  of  information  from 
the  vendor,  about  the  quality  of  documentation  and  on-line  information 
services,  and  in  particular  about  the  responsiveness  of  telephone  hotline 
services. 

Exhibit  II-6  presents  a  sample  of  the  comments  made  by  respondents  to 
the  VAR  survey. 


Exhibit  11-6 

VARs'  Concerns  Regarding  Communication  with  Vendors 
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distributor 

Need  direct  access  to  technical  experts 

Source:  INPUT 

©  1 995  by  INPUT.  Reproduction  Prohibited. 

CSLQ 

DELIVERING  CUSTOMER  SERVICE  THROUGH  THE  VAR  CHANNEL,  EUROPE  1 995 


INPUT 


The  success  of  the  relationship  between  vendors  and  their  VARs  is 
entirely  dependent  on  how  well  the  parties  communicate  with  each 
other.  There  has  been  a  tendency  in  the  past  for  vendors  to  treat  their 
VAR  partners  with,  at  worst,  complete  mistrust  and,  at  best,  grudging 
acceptance.  VARs  have  also  been  guilty  of  reciprocal  feelings. 

There  is  no  place  in  today's  open  market  environments  for  short-sighted, 
projectionist  attitudes.  In  order  to  succeed,  service  organisations  of  all 
types  must  learn  to  both  partner  and  compete  with  each  other,  and  to 
understand  where  each  others'  strengths  and  core  capabilities  lie.  This 
can  only  be  achieved  by  ensuring  that  the  communication  channels 
between  the  players  remain  open  and  are  used  effectively. 
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VAR  Attitudes  to  Customer 
Service 


A  

Customer  Service  is  Key  to  VAR  Channel 

VARs  were  asked  to  indicate  how  important  the  dehvery  of  support 
services  is  to  their  business.  Exhibit  III-l  shows  that  the  importance  of 
services  to  the  VAR  community  has  grown  significantly  over  the  last 
three  years.  Respondents  indicated  that  services  are  not  only  an  essential 
part  of  their  business,  but  that  delivering  service  to  their  customer  base 
is  their  core  business. 


Exhibit  III-l 

Importance  of  Support  Services  to  VARs 
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Exhibit  III-2 


This  is  substantiated  by  the  fact  that  97%  of  the  VARs  surveyed  claimed 
to  have  their  own  support  infrastructure,  and  that  most  offer  a 
comprehensive  range  of  services  (see  Exhibit  III-2). 
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All  the  VARs  surveyed  offer  first  line  telephone  hotline  support  to  their 
customers.  The  great  majority  also  offer  software  product  support  plus  a 
range  of  value-added  services  including  training,  installation  and  network 
services. 
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Equipment  maintenance  was  the  single  area  in  which  VARs  admitted 
that  the  original  manufacturer  was  the  most  suitable  service  supplier. 
However,  just  under  half  of  the  VARs  in  the  survey  have  their  own 
equipment  maintenance  capability. 


B 


VARs  See  First  Line  Support  and  Network  Services  as  Key  Strengths 

VARs  were  asked  who  they  thought  were  the  most  appropriate  providers 
of  a  range  of  services.  As  illustrated  by  Exhibit  III-3,  VARs  felt  strongly 
that  they  were  best  placed  to  provide  a  number  of  key  services. 


Exhibit  III-3 


Services  where  VARs  Consider  themselves 
the  Most  Appropriate  Provider 
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Respondents  indicated  that  because  of  the  closeness  of  their  relationship 
with  the  customer,  they  were  the  natural  providers  of  first  line  telephone 
support.  Most,  however,  acknowledged  the  need  for  strong  back-up 
arrangements  with  product  vendors.  Several  respondents  perceived  the 
large  product  vendors  to  offer  a  poor  standard  of  telephone  support  and 
indicated  that  the  customer  had  a  better  chance  of  reaching  the  right 
person  when  dealing  with  a  smaller  VAR  organisation. 

Well  over  half  of  the  VARs  surveyed  also  indicated  that  they  were  the 
most  appropriate  source  of  support  for  software  application  products.  This 
is  consistent  with  the  proportions  of  VARs  which  integrate  either 
bespoke  or  packaged  software  products  (see  section  D). 

In  the  area  of  network  services,  many  respondents  indicated  that  their 
knowledge  of  their  customers'  sites  gave  them  an  advantage.  Also, 
several  VARs  expressed  doubts  about  the  equipment  vendors'  ability  to 
deliver  multivendor  services  and  saw  this  as  a  point  in  the  VARs'  favour. 
One  respondent  commented  "a  good  VAR  needs  to  have  genuine 
network  expertise  to  be  in  business  today". 

Clearly,  VARs  believe  that  they  are  the  most  appropriate  providers  of 
value-added  services  such  as  software  product  support  and  network 
services.  However,  they  also  acknowledge  a  number  of  services  where 
alternative  service  suppliers,  or  combinations  of  suppliers,  represent  the 
best  option  for  their  customers  (See  Exhibit  III-4). 
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Exhibit  III-4 


Services  where  VARs  Consider  Other  Providers 
to  Play  an  Important  Role 
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Almost  half  of  the  VARs  surveyed  perceived  the  equipment  vendors  to  be 
the  best  providers  of  maintenance  services,  though  one  in  five  VARs 
indicated  that  they  themselves  should  be  the  supplier  of  choice. 
Interestingly,  the  independent  maintenance  providers  were  not 
considered  highly. 

Almost  all  of  the  VARs  offered  some  form  of  training  portfolio,  but  less 
than  half  of  them  believed  that  they  were  necessarily  the  most 
appropriate  provider  of  training  services  to  their  customers.  Well  over  a 
third  of  the  sample  indicated  that  customers'  training  needs  are  best 
served  from  a  combination  of  sources;  this  group  indicated  that  the 
equipment  vendors  and  independent  training  specialists  both  have  an 
important  role  to  play  in  conjunction  with  the  VAR  channel. 
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The  provision  of  disaster  recovery  services  was  the  only  other  area  m 
which  VARs  recognised  a  substantial  role  for  independent  service 
organisations.  A  third  of  the  sample  acknowledged  independent 
specialists  to  be  the  most  appropriate  providers  of  disaster  recovery 
services,  though  a  slightly  bigger  group  indicated  that  these  services  are 
best  provided  by  a  combination  of  service  providers.  A  quarter  of  VARs 
believed  that  they  themselves  were  the  most  appropriate  providers  of 
disaster  recovery  services. 


VARs  Aim  to  Extend  Service  Scope  and  Delivery  Capability 

VAR.  organisations  traditionally  integrate  bespoke  or  packaged  software 
applications  with  computer  equipment,  for  resale  to  target  vertical 
markets.  Exhibit  III-5  shows  the  proportions  of  VARs  surveyed  which 
integrate  their  own  software  or  packaged  software  products. 


Exhibit  111-5 
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A  similar  proportion  of  the  survey  sample  claimed  to  be  the  most 
appropriate  source  of  support  for  integrated  software  products  (see 
Exhibit  III-4).  Also,  as  shown  in  Exhibit  II1-6.  software  product  support 
was  one  of  the  areas  in  which  VARs  indicated  that  they  would  like  to 
improve  their  service  offering. 
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Sixty-five  per  cent  of  VARs  indicated  that  they  had  plans  to  significantly 
improve  or  extend  their  service  capability.  Of  this  group,  well  over  a  third 
said  that  their  main  objective  was  to  develop  remote  service  capability, 
ranging  from  on-line  bulletin  boards  to  full  remote  monitoring  and 
maintenance  services. 

Clearly,  VARs  are  keen  to  exploit  the  trend  towards  on-line  services  with, 
for  example,  many  of  the  respondents  indicating  their  intention  to  make 
fuller  use  of  the  Internet. 
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P  

VARs  Perceive  No  Conflict  of  Interest  with  Equipment  Vendors 

Equipment  vendors'  attitudes  to  their  VAK  partners  vary,  but  most 
vendors  express  concern  about  the  potential  for  channel  contlict  ui  the 
delivery  of  customer  services. 

A  common  concern  is  that  VAR  partners  may  seek  to  deliver  independent 
services  outside  their  own  customer  base,  and  hence  establish 
themselves  as  direct  competitors  to  the  vendor  in  the  wider  marketplace. 

VAR.S  were  asked  whether  or  not  they  currently  offer  support  services 
outside  their  own  installed  base,  and  were  questioned  about  their 
attitudes  to  potential  conflicts  of  interest  with  their  vendor  partners.  As 
shown  in  Exhibit  III-7,  half  of  the  VARs  surveyed  revealed  that  they 
currently  offer  services  outside  their  own  installed  base. 


Exhibit  III-7 
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VARs  offering  independent  services  on  a  wide  scale  denied  that  there 
was  any  conflict  of  interest  with  their  vendor  partners.  The  following  is  a 
selection  of  comments  from  the  respondents: 

•  "There  should  be  no  conflict.  In  the  end  it's  what  the  client  wants 
that  counts" 

•  "The  channel  for  purchasing  the  product  and  the  channel  for 
support  are  seen  as  independent" 

•  "It  is  a  legitimate  way  to  get  to  an  account  we  wish  to  penetrate" 

•  "No  conflict,  that's  what  competition  is  all  about". 

The  VARs  who  restrict  their  service  activities  to  their  own  installed  base 
also  denied  that  there  would  be  a  conflict  of  interest  if  they  chose  to 
market  their  services  more  widely;  however,  only  20%  of  this  group  (10% 
of  the  entire  sample)  anticipated  that  they  might  do  so  in  the  future. 

Overall,  the  VARs  surveyed  were  conscious  of  the  need  to  improve  the 
support  links  with  their  vendor  partners,  and  to  understand  the  vendors' 
support  offerings  more  fully.  Exhibit  III-8  shows  that  VARs  place  a  high 
degree  of  importance  on  these  and  a  number  of  other  operational  aspects 
of  their  service  business. 
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Vendor/VAR  Support 
Arrangements 


This  chapter  examines  the  support  arrangements  in  place  between 
equipment  vendors  and  their  VARs,  and  includes  VAR  importance  and 
satisfaction  ratings  for  the  support  they  currently  receive. 

More  specifically,  the  reseller  support  programmes  of  a  number  of 
specific  vendors,  and  VAR  attitudes  to  these  programmes,  are  compared. 
The  vendors  considered  are: 

•  Compaq 

•  Digital 

•  Hewlett-Packard 

•  IBM 

•  Sun  Microsystems 

A  minimum  of  10  resellers  were  interviewed  about  their  relationships 
with  these  vendors. 

A  

Quality  of  Support  Programme  Influences  VARs'  Choice  of  Vendor 

While  it  is  vital  for  equipment  vendors  using  indirect  sales  channels  to 
seek  out  and  qualify  the  best  VAR  partners,  it  is  equally  important  for 
VARs  to  make  informed  and  careful  decisions  in  their  choice  of  vendor 
partners.  Because  reseller  organisations  tend  to  be  relatively  small,  they 
are  reluctant  to  take  risks  with  untried  organisations  and  new  products. 

VARs  today  are  looking  for  much  more  from  their  vendor  partners  than 
reasonable  margins  on  the  equipment.  Hence,  knowing  that  good  VAR 
relationships  can  engender  considerable  loyalty,  most  of  the  leading 
vendors  have  developed  programmes  aimed  at  delivering  the  support 
needed  by  their  resellers. 


OSLO 


©1995  by  INPUT,  Reproduction  Prohibited. 


IV-1 


DELIVERING  CUSTOMER  SERVICE  THROUGH  THE  VAR  CHANNEL,  EUROPE  1995 


INPUT 


Reseller  support  programmes  encompass  a  range  of  support  products 
which  enable  the  reseller  to  generate  additional  profitable  revenue,  while 
ultimately  serving  the  needs  of  the  end-user.  While  most  VARs  surveyed 
for  this  report  claim  to  have  their  own  support  infrastructure,  the  reality 
is  that  most  rely  on  strong  back-up  arrangements  and  sLipport  links  to 
the  equipment  vendors. 

The  quality  of  the  support  programme  available  is  an  important  factor  in 
VARs'  choice  of  vendor  partners,  as  shown  in  Exhibit  IV- 1. 


Exhibit  IV-1 


Important  Factors  in  VARs'  Choice  of  Vendor  Partners 


Reputation  of 
Equipment 

General  Reputation  of 
Manufacturer 


Margins  on  Equipment 

Spares  Availability 

Reputation  of 
Manufacturer 
as  Partner 

Quality  of  Support 
Programme 

Discount  on  Parts  & 
Delivery 


1 

Low 

Sample  of  60  VARs  (Average  standard  error  =0.1) 


4.4 


Importance 


5 

High 
Source:  INPUT 
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The  most  important  selection  criterion  is,  not  surprisingly,  the  reputation 
of  the  equipment.  Above  all  else,  the  VARs'  business  relies  on  the  quality, 
and  hence  saleability,  of  the  goods  they  deal  with.  By  nnplication.  this 
applies  also  to  the  general  reputation  and  standing  of  the  vendor 
organisation. 

Margins  are  still  extremely  important,  though  the  erosion  of  margins  m 
recent  years  has  been  largely  responsible  for  the  increasing  trend 
towards  reselling  services  rather  than  just  the  products.  Discounts  on 
parts  are  also  considered  carefully  by  VARs. 

VARs'  attempts  to  improve  the  margins  on  equipment  not  only  include 
the  integration  and  tailoring  of  software  products,  but  also  extend  to  the 
integration  of  alternative,  more  powerful,  peripherals  such  as  storage 
devices  into  the  original  equipment.  The  ultimate  aim  for  the  VARs  is  to 
bring  together  hardware  and  software  products  that  will  differentiate 
them  from  their  competitors,  offer  a  unique  solution  to  their  customers, 
and  develop  a  specialist  niche  for  themselves. 


Reseller  Support  Programmes  Compared 

The  support  programmes  of  the  leading  equipment  vendors  consist  of  a 
number  of  common  elements.  These  are: 

•  Initial  training,  covering  general  and  product-specific  training. 
Typically,  this  is  carried  out  by  vendor  engineers  on  a  small 
classroom  basis,  and  is  charged  for  per  student  per  day.  Usually 
some  form  of  certification  applies 

•  New  product  training,  aimed  at  keeping  certified  partners  up  to 
date  with  the  latest  products  and  technologies  from  the  vendor 

•  Telephone  support,  typically  available  during  standard  business 
hours,  and  with  a  guaranteed  call-back  time  and  escalation 
procedure 

•  Technical  documentation,  including  service  manuals, 
reference  manuals  and  service  notes 

•  Preferential  parts  service,  including  a  set  discount  level, 
guaranteed  delivery  times  and  returns  policy 

•  Warranty  service,  whereby  the  VAR  is  reimbursed  for  parts, 
labour  and  travel  costs  associated  with  warranty  repair  work. 
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Support  programmes  vary  both  in  scope  and  content,  the  more 
sophisticated  programmes  offering  on-Une  information  and  services  in 
addition  to  the  above  components.  Also,  the  conditions  which  apply  withm 
each  support  component  vary  widely;  for  example,  training  may/may  not 
be  mandatory,  and  may/may  not  lead  to  certification. 

In  the  survey  conducted  for  this  report,  VARs  were  asked  a  number  of 
questions  about  the  conditions  applying  to  the  support  programmes  of 
named  vendors.  Exhibit  IV-2  shows  a  synthesis  of  the  replies  received 
from  authorised  VARs  of  Compaq,  Digital,  Hewlett-Packard,  IBM  and 
Sun. 


Exhibit  IV-2 

A  Comparison  of  Reseller  Support  Programme  Features 


Feature 

Compaq 

Digital 

H  P 

IBM 

Sun 

Fees  Applicable 
(selection  of 
replies  given) 

Annual  fee 
(includes 
training  in  first 
year) 

2  fee  levels, 
according  to 
level  of 
certification 

No  fee 

Contribution  to 
training  cost 
only 

Fixed  fee  per 
trainee 

Telephone 
noiiine  lee  per- 
month 

N/A 

Annual  fee 

Fee  per  training 
day 

Speed  of 
Replacement 
Parts  (range 
quoted) 

1  day  to  4 
weeks 

4  hours  to 
several  weeks 
depending  on 
product 

Special  service, 
within  24  hours 

Standard 
service,  1  to  4 
weeks 

1  day  to  4 
weeks 

1  day  to  3 
weeks 

3  days  via 
SunExpress 

Discount  on 
Parts  (average 
quoted) 

28% 

30% 

25% 

Don't  know 

25% 

Training 
Mandatory? 

Yes 

No 

Yes 

Variable 

Variable 

Certification 
Scheme? 

Yes 

Not  in  all  cases 

Yes 

Yes 

Yes 

Source:  INPUT 


IV-4 


©1995  by  INPUT.  Reproduction  Prohibited. 


CSLQ 


DELIVERING  CUSTOMER  SERVICE  THROUGH  THE  VAR  CHANNEL,  EUROPE  1995 


INPUT 


There  is  considerable  variation  in  the  conditions  applying  within  and 
between  support  programmes,  some  of  which  can  be  attributed  to 
variations  across  product  lines.  Variations  can  also  occur  depending  on 
the  size  of  the  VAR  and/or  the  expected  volume  of  business  passing 
through  the  VAR. 

However,  it  is  also  interesting  to  note  those  areas  where  the  conditions 
are  similar  across  programmes;  for  example,  discount  levels  on  parts. 

c  

VARs  Undersatisfied  with  Key  Features  of  Reseller  Support  Programmes 

VARs  were  asked  to  rate  a  variety  of  support  features  in  terms  of 
importance,  and  to  indicate  how  satisfied  they  were  with  the  current 
level  of  support  received  in  each  area.  The  difference  between  the 
importance  and  satisfaction  ratings  for  a  given  feature  (the  satisfaction 
index)  indicates  the  extent  to  which  VARs  are  oversatisfied  or 
undersatisfied.  The  optimum  result  is  where  importance  and  satisfaction 
ratings  are  the  same;  i.e.  where  VARs'  expectations  are  being  exactly 
met. 

Exhibit  IV-3  shows  the  support  features  with  which  VARs  are  apparently 
satisfied. 
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Exhibit  iV-3 


Support  Features  with  which  VARs  are  Satisfied 


H  Importance  □  Satisfaction 


A 


Training 


Warranty  Sen/ice 


On-Line 
Information 

Service 

3.9 
3.9 


— 1 


1  2  3  4-5 

Low  Importance/Satisfaction  High 

Sample  of  60  VARs  (Average  standard  error  =  0. 1 )  Source:  INPUT 


VARs  appear  to  be  satisfied  with  the  current  levels  of  support  in  the 
areas  of  training  and  on-line  information  services.  Warranty  services  are 
also  close  to  meeting  VARs'  expectations. 

However,  though  these  features  are  clearly  important,  they  are  not 
considered  to  be  the  most  important  areas  of  a  support  programme. 
Exhibit  rV-4  shows  that  in  the  support  areas  rated  most  important  by 
VARs,  satisfaction  levels  fall  short  of  requirements. 
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Exhibit  IV-4 


Support  Features  with  which  VARs  are  Dissatisfied 


S  Importance  Q  Satisfaction 


Spares  Service 


Documentation 


Telephone  Hotline 


1  2 

Low 

Sample  of  60  VARs  (Average  standard  error  =0. 1) 


3.9 


4.0 


3.6 


-0.2 


-0  4 


-0.7 


3  4 

Importance/Satisfaction 


5 

High 

Source:  INPUT 


Vendors  should  be  particularly  concerned  about  underperforming  in  the 
area  of  telephone  hotline  support.  This  service  is  considered  to  be  highly 
important  by  VAR  partners,  but  VARs  are  undersatisfied  with  the 
standard  of  service  by  a  considerable  margin.  Respondents  frequently 
criticised  the  quality  of  hotline  services,  indicating  poor  responsiveness 
and  an  inability  to  access  the  correct  level  of  technical  expertise. 

Documentation  is  also  considered  to  be  highly  important,  but  is  not 
currently  considered  to  be  up  to  standard. 

VARs  are  marginally  undersatisfied  with  arrangements  for  the  provision 
of  spare  parts,  an  issue  which  vendors  should  also  take  care  to  address. 
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VARs  Encourage  Vendors  to  Improve  Quality  of  Support 

VARs  were  asked  to  describe  the  ways  in  which  support  from  theh^ 
vendor  partners  could  improve.  Exhibit  IV-5  contains  actual  replies 
related  to  the  support  offerings  of  named  vendors. 


Exhibit  IV-5 

VAR  Suggestions  for  Improving  Quality  of  Support 


Compaq 

Digital 

HP 

IBM 

Sun 

•   Must  be  more 
responsive, 
have  to  chase 
Compaq  a  lot 

•   Could  improve 
on-line  order 
processing 

•   Improvement  in 
delivery  of  non- 
standard models 

•  Communication 
poor,  never  get 
a  response 

•  Better 
guarantees, 
especially  in 
early  months 

•   Need  better 
hotline,  always 
long  waits 

•  Better 

progression  of 
sales  and 
delivery 

•   Better  system  of 
communication, 
especially  on 
new  products 
and  training 

•   Need  better  on- 
line support 

•   Access  to 

hotline  without  a 

maintenance 

contract 

•   Quality  of 
exchange  parts 
should  be  better 

•   Would  like 
certification 
showing 
expertise  in 
DEC  equipment 

•   Simplify  complex 
arrangement  for 
hardware 
maintenance 

•   Better  on-line 
access  to 
technical  data 

•   More  personal 
attention  (it  was 
better  when 
Sun  were 
smaller) 

•   Timing  of  spares 
delivery 

•   Need  direct 
access  to 
technical 
experts 

•  Would  like  to  talk 
to  HP  direct,  not 
via  distributor 

•   New  information 
should  be 
delivered  on 
time 

•   Better  manning 
of  hotline 
service 

Source:  INPUT 


These  suggestions  are  representative  of  the  comments  made  by  the 
VARs  of  the  named  vendors.  It  is  important,  however,  to  note  that  on 
average,  a  third  of  the  respondents  in  each  case  indicated  that  current 
support  arrangements  could  not  be  improved  significantly. 

The  most  consistent  message  arising  from  both  prompted  and 
unprompted  questions  in  the  survey  is  that  vendors  are  currently  not 
communicating  effectively  with  their  VAR  partners.  This  applies  to 
support  deliverables  such  as  documentation  and  on-line  information 
services,  and  to  less  structured  forms  of  communication  such  as  change 
notifications. 
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The  success  of  the  formal  support  arrangements  between  vendors  and 
their  VARs  are  largely  dependent  on  the  quality  and  reliability  of  the 
communication  channel  between  the  two  parties.  The  fact  that  VARs 
currently  perceive  their  vendor  partners  to  be  deficient  m  exactly  this 
area  should  give  vendors  considerable  cause  for  concern. 
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Terms  and  Conditions  of  a 
Typical  Reseller  Support 
Arrangement 


This  chapter  describes  the  criteria  appHed  by  a  leading  PC  vendor  in  order 
to  qualify  a  reseller  as  an  authorised  support  partner.  It  gives  a  detailed 
account  of  the  terms,  conditions  and  duties  applicable  to  resellers 
participating  in  the  support  programme,  and  may  serve  as  a  useful 
benchmark  for  vendors  developing  or  revising  their  own  reseller  support 
arrangements. 


Staffing  Requirements 

The  service  partner  (reseller)  must  employ  a  minimum  of  two  full-time 
service  engineers  whose  main  job  function  is  the  provision  of  repair, 
maintenance  and  support  services  for  the  vendor's  equipment. 

Each  service  engineer  must  have  successfully  completed  an  appropriate 
level  of  training  within  three  months  of  the  reseller's  appointment  as  an 
approved  service  partner.  Training  can  be  completed  to  one  of  two  levels, 
as  indicated  below: 

•  Level  1:  Desktop  and  portable  service  certification  (3  days)  plus,  if 
required,  printer  installation,  configuration  and  maintenance  (2 
days) 

•  Level  2:  Server  service  certification  (2  days),  systems  architecture 
concepts  (2  days),  network  integration  for  Novell  Netware, 
Microsoft  LAN  Manager,  SCO  UNIX  or  Banyan  Vines  (3  days) 

Staff  may  be  required  to  attend  additional  training  courses  and 
workshops  as  new  products  are  introduced.  Any  subsequent  training  for 
the  appointed  service  engineers  or  other  technical  staff  is  provided  at  a 
discount  of  25%  off  current  published  prices. 

Service  engineers  are  issued  with  photo  ID  badges,  which  are  used  for 
identification  to  customers. 
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B  

Hotline  Support  and  On-Site  Service  Capability 

1.  Hotline  Support 

The  reseller  must  have  a  customer  support  hotline,  which  may  be  located 
centrally  to  provide  a  service  for  all  other  locations  or  outlets  within  the 
reseller  organisation. 

A  customer  support  hotline  is  defined  as  a  telephone  line  that  is  staffed 
by  technical  personnel  who  are  available  to  answer  customer  technical 
requests.  The  hotline  must  be  staffed  at  least  during  normal  business 
hours  and  at  least  one  person  who  has  completed  technical  certification 
training  must  be  available  within  a  reasonable  period  to  be  agreed  upon. 

The  vendor  expects  all  support  partners  to  apply  formal  problem 
escalation  procedures  applied  to  the  hotline,  including  details  of 
maximum  response  times  to  customer  issues.  There  must  also  be  set 
times  at  which  a  technical  issue  will  be  escalated  within  the  organisation 
and  subsequently  to  the  vendor. 

2.  Access  to  Vendor's  Response  Centre 

The  vendor  will  provide  the  reseller  organisation's  service  engineers  with 
direct  access  to  its  technical  response  centre  during  normal  working 
hours  (9.00  am  to  5.30  pm,  Monday  to  Friday). 

3.  On-Site  Service 

The  reseller  must  be  capable  of  providing  on-site  service  with  a  maximum 
response  time  from  customer  call  to  arrival  on  the  customer  site  of  eight 
working  hours. 

Where  on-site  service  is  not  applicable  under  the  vendor's  warranty 
service  offering,  the  reseller  must  provide  on-site  maintenance  at 
customer  request  and  may  charge  for  this  service  as  appropriate. 

c   

Warranty  Procedures 

The  procedure  for  handling  customer  warranty  claims  is  as  follows: 
Step  1 

When  a  customer  requests  services  for  a  vendor  product,  the  reseller 
must  first  establish  if  either  on-site  or  return-to-base  warranty  is 
applicable. 
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When  on-site  warranty  is  established,  the  reseller  should  diagnose  the 
fault  over  the  telephone  and  schedule  a  time  to  visit  the  customer  and 
replace  the  faulty  part. 

In  the  case  of  return-to-base  service,  the  customer  is  requested  to  return 
the  faulty  product  directly  to  the  reseller's  service  location.  The  customer 
is  responsible  for  all  costs  associated  with  transporting  and  insuring  the 
product  during  carriage  to  the  reseller's  site. 

If  a  customer  with  return-to-base  warranty  requests  on-site  service,  the 
reseller  must  provide  this  and  charge  accordingly  as  an  upgrade  to  the 
vendor's  warranty. 

Step  2 

The  reseller  should  immediately  call  the  vendor's  spares  distributor  to 
order  the  necessary  spare  part.  If  the  part  is  in  stock  and  the  order  is 
made  before  4.00  pm,  it  is  intended  that  the  spares  distributor  should 
deliver  the  part  to  the  reseller  on  the  next  business  day. 

If  the  part  is  not  in  stock,  the  spares  distributor  will  place  an  order  with 
the  vendor  on  the  same  day  as  the  order  from  the  reseller  is  received. 
The  spares  distributor  will  then  ship  the  part  to  arrive  at  the  reseller  site 
no  later  than  the  business  day  following  its  delivery  to  the  spares 
distributor.  The  spares  distributor  is  responsible  for  all  costs  associated 
with  transporting  and  insuring  the  part  during  carriage  to  the  reseller. 

Step  3 

The  spares  distributor  will  issue  an  invoice  to  the  reseller  at  the  full  cost 
of  the  part,  as  listed  in  the  prevailing  parts  price  list.  This  invoice  should 
later  be  credited  if  the  defective  part  is  confirmed  to  be  in  warranty  and  is 
returned  to  the  spares  distributor  within  the  agreed  timescales. 

Step  4 

On  receipt  of  the  spare  part  for  on-site  repairs,  the  reseller's  service 
engineer  will  attend  the  customer  site  to  replace  the  faulty  part  and 
ensure  that  the  customer  signs  a  field  engineer's  report  to  verify  that  the 
on-site  work  has  been  carried  out. 

For  return-to-base  warranty  repairs,  the  reseller  will  promptly  replace 
the  faulty  part  and  return  the  product  to  the  customer.  The  reseller  is 
responsible  for  all  costs  associated  with  transporting  and  insuring  the 
product  during  carriage  from  the  reseller's  service  location  to  the 
customer's  site. 
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Step  5 

The  reseller  will  promptly  return  the  faulty  part  to  the  spares  distributor 
with  a  return  tag  attached,  identifying  it  as  a  defective  part.  All 
paperwork  required  by  the  vendor  must  be  completed  in  full,  and  freight 
and  transport  insurance  prepaid.  For  on-site  warranty  claims,  a  copy  of 
the  field  engineer's  report  signed  by  the  customer  must  also  be  enclosed. 

Step  6 

It  is  intended  that  the  spares  distributor  will  check  the  faulty  part 
received  against  the  original  spare  part  sent  to  the  reseller  to  confirm 
that  the  faulty  part: 

•  Is  identical  to  the  spare  part  originally  ordered  by  and  sent  to  the 
reseller 

•  Has  been  returned  within  seven  working  days  of  the  date  that  the 
spares  distributor  shipped  the  spare  part  to  the  reseller 

•  Was  taken  from  a  product  that  is  in  warranty  or  that  the  part  falls 
under  its  own  warranty 

•  Has  its  return  tag  fully  and  correctly  completed. 
Step  7 

If  the  faulty  part  is  not  accepted  for  any  of  the  above  reasons,  it  should  be 
returned  to  the  reseller  and  the  original  invoice  raised  by  the  spares 
distributor  will  stand  for  payment. 

If  the  faulty  part  returned  is  accepted  by  the  spares  distributor,  the 
spares  distributor  will  raise  a  credit  note  to  the  reseller  for  the  full  price 
of  the  spare  part,  the  labour  credit  applicable  to  the  part  involved,  and,  m 
the  case  of  valid  on-site  warranty  claims,  a  travel  credit. 

A  labour  credit  is  a  specified  credit  for  replacmg  a  part  if  it  fails  within  the 
warranty  period.  Labour  credits  vary  according  to  the  part  replaced. 

A  travel  credit  is  a  fixed  amount  issued  to  the  reseller  for  each  on-site 
warranty  claim.  Travel  credits  are  only  paid  in  cases  where  hardware 
repair  or  replacement  is  needed,  and  are  not  paid  where  the  warranty 
claim  is  due  to  operator  error,  faulty  set-up  or  software  issues.  Only  one 
travel  credit  is  paid  per  on-site  warranty  claim,  regardless  of  the  number 
of  visits  to  the  customer's  site  required  to  resolve  the  problem  or  the 
distance  travelled  to  the  customer  site. 
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D  

Service  for  Products  Out  of  Warranty 

If  a  customer  requests  services  for  a  product  that  is  out  of  warranty,  the 
reseller  may  charge  the  customer  for  the  provision  of  such  services  as 
appropriate.  The  reseller  should  purchase  spare  parts  as  required  from 
the  vendor's  spares  distributor  according  to  the  procedures  agreed 
between  those  two  parties.  Orders  are  not  eligible  for  labour  or  travel 
credit  payments. 

The  vendor  publishes  recommended  prices  for  out-of-warranty  spare 
parts,  but  the  spares  distributor  is  under  no  obligation  to  adhere  to  those 
prices. 

E  

Fees 

An  initial  annual  fee  is  payable  upon  agreement  between  the  vendor  and 
reseller.  Two  fee  levels  apply,  corresponding  to  the  two  levels  of 
authorisation  (see  section  A).  The  initial  fee  covers  training  for  two 
engineers  and  is  inclusive  of  VAT. 

For  subsequent  years,  the  annual  fee  for  both  levels  of  authorisation  is 
set  at  a  standard  amount,  equivalent  to  approximately  25%  of  the  level  1 
fee  in  the  first  year.  This  is  payable  in  advance  of  the  first  day  of  the 
twelfth  month  from  the  date  of  signing  the  service  agreement  each  year. 

F   

Quality  Control 

The  vendor  reserves  the  right  to  contact  end-users  to  audit  customer 
satisfaction  with  provision  of  services  by  the  reseller.  If  the  findings  of 
such  audits  are  found  to  be  unsatisfactory,  the  vendor  may  regard  these 
as  grounds  for  withdrawal  of  approved  status  from  the  reseller. 
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VAR  Questionnaire 


A  

General  Questions 

1  Could  you  give  me  an  indication  of  the  size  of  your  organisation  in  terms  of; 
Annual  turnover   

Number  of  employees   

2  How  many  manufacturers  in  total  do  you  deal  with?  

3  Please  name  3  major  manufacturers  you  deal  with  (and  their  principal  products) 

Manufacturer  Products 

1 
2 

3 

4  How  important  to  your  business  is  the  delivery  of  support  services?  {Please  rate  on  scale 
1  to  5,  where  1  -  unimportant,  5  -  very  important) 

3  years  ago   

Today   

In  3  years'  time   

5  Do  you  have  your  own  support  infrastructure?  Y/N  

If  yes,  please  specify  which  of  the  following  services  you  currently  deliver  through  your 
support  group,  and  any  you  plan  to  deliver  in  future. 
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Now  In  Future 

Equipment  maintenance  (on-site)     

Equipment  maintenance  (depot  repair)  

Support  for  self-maintenance  

System  software  support     

Application  software  support    _________ 

Software  upgrade  service   _________ 

Help  desk/telephone  support   

Bulletin  board  service    _____ 

Faxback  service  

Training  _______   

Installation   

Planning  &  Design  ______   

Disaster  recovery  service    

Network  services     

Other  {please  specify)    


If  no,  which  of  the  following  most  closely  matches  your  situation  regarding  the  support 
of  products  you  sell  {tick  one): 

You  back  off  support  to  the  manufacturer 

You  use  an  independent  service  provider  for  all  the  equipment  you  sell 
A  combination  of  the  above 


6         Please  describe  any  new  services  you  envisage  offering  in  the  near  future 
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8         Do  you  offer  support  services  outside  your  own  installed  base? 
(Y/N)  

If  yes,  do  you  perceive  any  conflicts  of  interest  with  the  manufacturers,  or  with  other 
resellers?  Please  explain  your  views: 


If  no,  do  you  anticipate  offering  independent  support  services  outside  your  own 

customer  base  in  the  future?  (Y/N)   

Please  explain  your  views: 


9         On  a  scale  of  1  to  5,  please  indicate  how  important  it  is  to  improve  the  following  aspects 
of  your  service  capability  {where  1  -  unimportant,  5  =  very  important) 

Your  ability  to  sell  services 

Your  understanding  of  the  manufacturer's  support  offerings 

Your  support  links  with  the  manufacturer 

Your  own  support/service  capability 

The  margins  associated  with  the  provision  of  support 


10       Are  you  an  accredited  support  provider  for  any  of  the  following  software  companies? 
(Tick  as  appropriate) 

Microsoft 

Novell 

Lotus 

Other  {please  specify) 
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11       Do  you  specialise  in  any  vertical  markets?  (Y/N)   If  so,  which"? 


12        Have  you  ever  switched  manufacturers  because  of  service  capability? 
(Y/N)  If  so, 

Who  was  the  manufacturer?  


What  were  your  specific  reasons?. 


13        Please  describe  briefly  your  current  and  future  strategy  regarding  the  delivery  of 
support  services 


14       Please  rate  the  3  manufacturers  you  listed  in  Question  3  in  terms  of  their  support 
capability  (1  to  5  scale,  where  1  =  very  poor,  5  =  excellent) 

Manufacturer  Support  Capability  Rating 
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B  

Questions  Related  to  a  Named  Manufacturer 

....»*■, 

Select  one  of  the  above  manufacturers  to  be  the  subject  of 
questions  15  to  21 

(Specify  ly  2  or  3):   
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16       Please  specify  details  of  the  warranty  cover  you  provide  (manufacturer's  and  own 
warranty  if  appropriate),  plus  any  upgrades  offered: 

Manufacturer's  Own  warranty  Upgrade  to 

(if  appropriate)  (if  available) 

Duration  (No.  of  years) 

On-site?  (Y/N) 

Parts  and  Labour 
Included?  (Y/N) 

Response  time?  ' 
(No.  of  hours) 


17       Are  you  covered  by  a  reseller  support  programme  from  the  manufacturer?  (Y/N) 

If  yes,  what  support  do  you  receive  from  the  manufacturer,  how  important  is  it  to  you 
(1  to  5  rating)  and  how  satisfied  are  you  with  the  state  of  that  support?  (1  to  5  rating)? 


Training 

Spares 

Hotline 

Documentation 
On-line  information 
Warranty  priority 
Other 


18       Under  the  support  programme,  can  you  indicate: 

What  is  the  set-up  fee  for  joining  the  programme? 

How  fast  can  you  get  replacement  parts? 

What  level  of  discount  do  you  get  on  parts? 

Is  training  mandatory?  (Y/N) 

Does  training  lead  to  certification?  (Y/N) 


Y/N  Importance  Satisfaction 

Rating  Rating 
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19       In  what  ways  could  the  support  be  improved,  and  what  other  services  would  you  like  to 
see  provided  as  part  of  the  programme? 


20  How  important  were  the  following  in  selecting  your  chosen  manufacturer  partner? 
{Please  rate  on  scale  1  to  5,  where  1  —  unimportant,  5  =  very  important) 

Reputation  of  equipment 
General  reputation  of  company 
Specific  reputation  as  supplier  partner 
Quality  of  available  support  programme 
Spares  availability 
Basic  remuneration  (margins) 
Discount  structure  (for  parts  &  delivery) 
Other  (please  specify) 

21  Do  you  integrate  software  packages  with  the  manufacturers'  equipment? 
Yes /No  

If  yes,  which  of  the  following?  (Tick  as  appropriate) 
Your  own  application  software 

Packaged  PC  software  (e.g.  Microsoft) 

Networking  software  (e.g.  Novell) 

Thankyou 
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